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Abstract
The main thrust of this study was to decide if certain strategies exist that have
significant impact on profit in a lodging establishment. In reviewing the literature it did
not contain any conceptual plan for operating a lodging facility completely. However,
as noted in the literature review, there are many articles discussing one strategy or
another. It is pointed out in chapter two that most of these strategies are more correct by
definition "tactics." Tactics that if implemented may contribute to success, but not be
solely responsible for success.
This study also attempted to identify some differences between the service sector
strategies and that of manufacturing.
The study used the Delphi Method to obtain consensus from a panel of lodging
industry General Managers and Owners on key departmental operating strategies that
have the most impact on profit. This study also obtained a consensus on three master
strategies that must be seriously considered before building, buying, or investing in a
property and will have a major impact on a properties success.
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CHAPTER I
INTRODUCTION
Guaranteed Profits in The Lodging Industry. If a book by this title were to be
published, the stampede might be devastating. Hotel owners, managers, and colleges
have agonized over this issue. The existence of this book would make operating,
managing and owning a hotel easier and more fun. Owning or running a hotel is no
different from running any other business; it is hard work, coupled with doing things
"the right way" for the business or industry you are involved in. For several years the
lodging industry has grown based on tax laws, inflation and accounting firm feasibility
studies. It is amazing that if so many hotel projects are feasible, then why aren't the
accounting firms "scooping them
up." There is more to a hotel being successful than a
good feasibility study. Through examining the literature, many writings about strategy,
corporate strategy, structure, organization theory, design, practice, etc. have evolved;
most of which relate to the manufacturing industry. There has been a trend in the
literature to discuss the past as it relates to
writers'
theories or premises. Comparing the
actual corporate structure of an existing company to one model or another, developing
a typology, and comparing this to a financial result to decide whether it is successful, and
then concluding that if your structure does not match the appropriate typology, your
chances for success are limited. Those of us in the lodging industry know that we are
not in manufacturing. We are a service industry. From
Porters' definitions we are a
fractured industry. So what do, we do? What typology are we? Where do we fit? How
do we decide what we need to do to become successful? This study will lay some basic
ground work for the answer to these questions. It will give the reader a sense of
direction, or at the very least will give one something to think about when analyzing
one's own property.
Problem Statement
There is a myriad of strategies and/or competitive methods used in the lodging
industry. Every few years a new philosophy emerges. The hotel companies, as typical
Miles and Snow (1978) reactor types, initiate their own version. A few entities become
more profitable, some don't, and some declare bankruptcy. This study will attempt to
identify a few master strategies. These strategies can be implemented before buying,
building, or investing in a lodging operation that would almost guarantee success. Also
once in operation, this study will identify what operating strategies should one
concentrate on that will have the most impact on profit. What are the few master
strategies? What are the key operating strategies?
Background
Authors have proposed that every company has a unique strategy, and based on
that assumption they have written many books and articles on strategy. The lodging,
industry over time, has offered many strategies to success. However, there are not as
many successful operations as there once were, and many are in default or foreclosure
as this paper is being written. Again one should ask, if all these famous hotel
companies have the "one best way" then why are they not all making money? It can be
argued that the cause for the current failures has to do with the Persian Gulf War, the
recession, the change in tax laws, etc. It may be more closely related to the fact that
most of the existing stock of failed hotels did not come from prudent strategic planning.
First, let's look at an overview of the lodging industry. As of 1990 the lodging
industry in the United States comprised 45,020 properties with 3.1 million rooms and an
annual occupancy rate of 63.3%, according to the American Hotel & Motel Association.
Smith Travel Research estimates that 1991 will end 1.5% to 2.0% lower than 1990,
continuing an eight-year flat and downward slide. Annual revenues in 1990 were
estimated to be more than $59 billion dollars. The top 25 lodging chains comprised 27%
of all properties and 54% of all rooms the average size being 140 rooms per property.
According to Smith Travel Research the average full-service hotel lost over $2,800 per
room and the average limited-service property lost $200 per room.
The absence of a "guiding
strategy,"
a provable or documented vision, is a
probable cause for most hotels in trouble. There is no argument that the industry is
seriously over-built in most of the country. If some reasonable strategic planning had
been done, many of these facilities would never have been built. This is not to say that
strategic planning is the solution to all of our problems. However, the planning process
itself, whether it fits the strategic model or another model, would have forced the
planners to ask
"why?" Why is the hotel being built? A list of other similar theoretic
questions could be proffered, but let's say they all agreed that the answer is to make a
profit. Then the feasibility process begins. What will the turn key cost be? What
revenues will be necessary to cover these costs and make the necessary profit margins?
It is at this point that certain master strategies should take charge. If the "master
strategy"
cannot be accomplished one should not build at this time. The same should
apply when asking "to buy or not to buy," "to invest or not to
invest." This is what this
project will hope to obtain. A list of "master," or "umbrella" strategies that guide the
entire operation, from which all other strategies or tactics will flow. Accomplishing this
will give insight into the strategic planning process. It should give the reader a multitude
of strategies and tactics to review in his or her own operation. This should also serve as
a foundation from which further study of this topic may develop. It may also give the
lodging service segment some comparisons of strategies between the lodging industry and
the manufacturing models we have been exposed to.
Purpose
The purpose of this study is to analyze the most commonly used competitive
methods used by hotels, and to interpret their relative importance to success, which will
give guidance to strategic planners in the lodging industry.
Significance
As our economy moves further and further from a manufacturing orientation to
a service oriented one, we need to identify competitive methods that relate to the lodging
industry. As our hotel industry is composed of many independent operators and owners,
the identification of competitive methods which could lead to greater profitability would
be of interest to most hotel operators. This study may also provide a starting point for
the development of the strategic planning process which is becoming more important at
the property level. It may also shed light on some areas that may not now be considered
at the property or corporate level. As this study may not end with any profound
significance, hopefully it will shed some new light on one strategy that may lead toward
greater profitability, and therefore be helpful to the one who obtains it.
Hypothesis
For the lodging industry there are three main "umbrella" master strategies. All
three must be present in order for a hotel to be profitable. These three strategies are:
1. Location
2. High occupancy or market share
3. Low capitalization per available room
The many additional strategies are ones that support one or more of the master strategies.
If these three are master strategies then the rest are better defined as operational
strategies.
Assumptions
It is assumed that General Managers can determine which methods they are
currently using, or have used in the past. It is also assumed that the competitive methods
offered by the managers are "doable" and not a figment of a manager's imagination. By
using the Delphi Method, the results are not manipulable as they will be a numerical
ranking.
Scope and Limitations
Given the financial condition of the lodging industry at this time, one must
wonder what might be different today if clear and understandable strategies were well
defined, were well known and were accepted in the lodging industry. Since no one has
yet to come across this "definitive list," this study attempts to identify as many strategies
as possible and to learn if there are certain strategies that would form a nucleus and
consensus of master and operational strategies.
This study's limitations will be affected by the selection of participants. It
attempts to obtain a consensus about what the master strategies might be, but not to test
them in this study.
Definition if Terms
1. Strategy: The plan, pattern, and philosophy, that combines a company's major
goals, policies, and actions into a cohesive whole. A well formulated strategy
helps to organize and allocate the
organizations'
resources into a unique and
viable posture based on its relative internal strengths, weaknesses, and anticipated
change in the environment.
2. Feasibility Study: A report usually produced by a nationally recognized
accounting firm identifying market opportunities and accounting pro forma
predictions of profitability based on their expert research.
3. Profit: A numerical value, usually expressed in terms of dollars, which is the
result of recording all revenues and subtracting all expenses.
4. Typology: A descriptive set of terms or definitions that may represent the name
given to it.
5. Successful: In this study the term will represent making a profit.
6. Lodging Industry: For this study it will represent the collection of hotels and
motels in the United States.
7. Competitive methods: To be used interchangeably with strategy or tactic.
8. Tactic: A strategy or competitive method, however, tactics usually will be of a
lower order than the strategy is relating to.
9. Strategic Planning Process: The planned and organized approach to examining
one's environment, strengths, weaknesses, opportunities, and threats, and
formulating action plans to manage them.
10. PIMS: Profit Impact of Marketing Strategy (PIMS). A research group initially
founded by General Electric and later managed as part of the Harvard Business
School.
CHAPTER II
REVIEW OF THE LITERATURE
The text book readings on strategy run the gambit from simple to very complex
theory. The authors are obsessed with defining characteristics of one type of strategy or
another. They seem to agree that the strategy of an organization must match its structure
to be successful. The three main authors reviewed for this study was Miles & Snow
(1978), Porter (1979), and Hall (1980). Companies select their strategy by the nature
of their organizational structural make up. The amount of internal consistency and
competence will determine how much they understand about their environment and what
can be done about it. Often companies introduce something new or different, a new
model, a different pricing policy, a service guarantee, or a new product. A company's
ability to do this will probably be determined by their internal strength and their strategic
positioning. Miles & Snow (1978) have examined several companies and formulated their
four strategic typologies: (1) Defenders, who focus on narrow product market
dominance, intense effort to become more efficient, etc. (2) Prospectors, who are
continually searching for new market frontiers, focus on market innovation etc. (3)
Analyzers who operate in two product market domains - stable and changing, rapidly
adopt new ideas of competitors that appear promising etc. and (4) Reactors who perceive
a high degree of change in their environment. Management follows a particular strategy
although it is no longer relevant to environmental conditions. Porter (1979) offers four
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dominant profiles defined as: (1) Cost leadership, efficient scale of facilities, cost
containment along many fronts, low cost, etc. (2) Differentiation, having something that
is perceived industry-wide as unique or different, customer brand loyalty, strong
marketing, etc. (3) Focus, company targets a specific buyer group, combines the
dimensions of cost leadership and/or differentiation at a particular target market, etc.,
and (4) Stuck in the middle, fails to develop strategy in accordance with one of the three
generic types, does not have adequate capitol or market share, has blurred corporate
culture, etc. Hall (1980) defines two: lowest delivered cost, and differentiation.
In general, it is likely that, when an organization is examined it may fit into one
of the above, as it did with the many manufacturing and industrial organizations that
these researchers studied. The lodging industry however, is somewhat different. It can
be argued that the parent company in the lodging industry fits one of the above
descriptions and therefore the "strategy structure
fit"
still exists and will affect its destiny
should they not match. This study will not attempt to answer this question, but it is
important to note that this material serves as the basis for quite a few research papers in
the hospitality area. When one examines a property in the lodging sector, one finds that
even though the product being sold is relatively the same, the markets that are being sold
to offer a wide diversity. Conversations with industry professionals led to the agreement
that one property could fit many typologies, depending on the market being served or
analyzed. An example could be, a hotel would employ defender strategies with an airline
contract, or a large tour series. They may be definite prospectors in the group and
association, and social, military, educational, religious, and fraternal (smerf) market.
They are certainly at times analyzers, just review the recent amenities wars, no smoking
floors, and concierge floors, just to mention a few. Finally there are the reactors, as in
the lodging industry there certainly is a high degree of constant change. If a property
serves just one segment, it may follow at the property level as well, but there are not
many properties that can survive on one market. There seems to be a basis for
questioning the value of the previous research as it relates to the service or lodging
industry.
Another concept presented by Pitts (1986) reviews basic strategies by using the
PIMS data base of over two thousand companies. The results of this reading can lead
one to believe that market share is the only strategy. Companies with large investments
in product R&D that could not see large market share scrapped their projects or sold
them off to competitors. This also is a powerful idea and is well documented, however,
there are so many hotels currently in existence that even this strategy can be questioned.
It is true in the service sector that if you can truly capture market share you will be
successful. However, in the service sector, the barrier cost of entry is so relatively low
that almost anyone can begin to compete with you. In the fast food business this could
be less than ninety days. In the lodging industry this may take a bit longer, but
compared to the investment of plant and equipment in the manufacturing sector, it is still
small and can happen quickly. Another factor affecting the market share idea is that the
lodging industry has a few major companies but these companies are comprised of many
lodging units spread out all over the map. Obtaining control over market share then
becomes an individual unit challenge and even with all of the clout of the large
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corporation, it will have little effect. The the corporation might boast that they have the
highest occupancy in town but if that occupancy is only 30% it is doubtful that the
property will be successful.
There are some significant differences between the manufacturing sector and the
lodging service sector that affect the strategic planning process. One of the more specific
differences is that in the manufacturing sector capacity can be expanded and contracted
more easily by adjusting the 24 hour staffing. Output can increase 100% by adding a
second shift and can be reduced the same way. A business with some cash reserves can
keep reducing output to meet demand and may still remain profitable. This theory
cannot be supported in the lodging business. Most hotels require a large fixed cost just
to have the doors open. The industry is not able to open and close units as the market
fluctuates. This alone is probably the single biggest difference between manufacturing
and hospitality. Another is the distribution system as Schaffer (1987) points out,
manufacturing can take advantage of economy of scale where they can build one central
plant to distribute their product nationally. The manufacturing firm goes to its customers,
sales people call on the customer and deliveries of the product are made to the customer.
In the lodging industry customers must come to specially designed facilities to receive
the service or product. The units must be geographically situated at destination centers
along travel routes to meet the
customers'
needs. Armstrong (1991) notes that service
companies have mistakenly approached service from a manufacturing mentality, that is
to say traditional MBA programs and accounting
systems do not "cut it" in the service
sector. In service, knowledge and information are raw materials, and the assets are loyal
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customers and employees. Accounting systems do not measure them, career paths and
compensation programs fight against them.
There were three research projects reviewed which dealt with strategies in the
lodging industry.
Chekitan Dev's (1989) research in comparing one's environment to their selected
strategy follows the idea that to have success you must be operating in a
"match." That
is, your strategic position has to match the environment and when it does it will be more
successful than when it does not match. This may be true if you can isolate properties
that are one dimensional in market segment and can accurately assess their environment.
The study relies heavily on Miles and Snow's (1978) defender, prospector analyzers and
reactors philosophy of strategic management which focuses its logic and conclusions on
studies of predominantly manufacturing enterprises.
Mr. Dev's findings conclude that when matching occurs it does make a
difference, however, in the study, success was measured by two different statistics. The
first of which are income before fixed charges, (IBFC). The second are sales per
available room, (SPAR). The results show that when IBFC was used, the ranking,
showed defenders, analyzers, and prospectors, in that order. When SPAR was used, the
ranking changed and was prospectors, analyzers and defenders. This research did not
attempt to see if the structure of the properties fit the strategic position chosen. The
research concludes that there is some correlation between strategy and environment but
it does not suggest what any of these ideal matches might be.
Jeffery Schaffer and Robert Litschert (1990) preformed a study on the comparison
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of internal consistency between strategy and structure and their implications on
performance in the lodging industry. The basis for this study is that the Miles and Snow
(1978) prospector and defender typologies have a detailed strategy structure relationship,
and that deviation from this relationship will impact negatively on success. It is
generally held that structure places restrictions on strategy under which this restriction
inhibits ones ability to react to environmental change. The study points out that Miles
and Snow (1978) look at strategic types as the means of defining an organization as it
moves through different adaptive cycles while maintaining internal consistency. Schaffer
(1990) describes the four strategic types. Defender, prospector, analyzer, and reactor.
His study then discusses the three fundamentals of structure, formalization, specialization
and centralization. The study then establishes several hypotheses that relate strategy
structure, and combinations of the different typologies. The results were based on 101
returns of a mailing sent to CEO's. The study concludes that there is basis for relating
internal consistency to performance. It does not give one any insight into what strategies
might lead to greater performance.
Schaffer (1987) completed another study that began to move a little closer to the
target of defining strategies for success. In his study Competitive Strategies in The
Lodging Industry, the study discusses the strategic profile as described by (Miles &
Snow, 1978; Porter, 1980; Hambrick, 1983; Hall, 1980; Dess & Davis, 1984). He then
devises a list of 26 strategies, from the review of the literature, and receives 101
responses from CEO'S as to whether the strategy is a large part of their company's
strategy or not. The results are then analyzed by factor analysis and grouped together
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by similarity of results. The results are then analyzed by comparing four years of
operating results from the companies that completed the survey. The conclusions of this
study identified five separate and statistically different strategic groups, some of which,
by analyzing the respondents selected strategies, compared to the Miles & Snows (1978)
strategic types. The summary suggests that several competitive positions can be identified
in the lodging industry. It should be pointed out however, that the suggested strategies
came from the author and not the respondents; this might have completely changed the
final positioning of the participating companies. The study does little to identify
strategies for success.
Barbara Sanfilippo's (1991) article in Lodging continues the idea of confusing
strategy with tactics. Her ten tips on how to make the customer happy are: lead by
example, share the vision, improve internal service, empower and listen to employees,
get input from guests, develop quality standards, provide creative training, monitor
complaints and measure service, hold people accountable for service, reward and
recognize service performance, orient new employees, and focus the organization on the
employees. These are elements contained in most customer satisfaction programs and
may fall under the umbrella of total customer satisfaction.
In the Annual Review of Quality in Business Week, Armstrong(1991) suggests
that companies realized that quality is a vital marketing tool. The Marriott Corp. is
sending its 70,000 employees through an empowerment training process which will give
them wide latitude in solving guest problems. Certain companies realize that to do this
you must hire and train the right employees. At Four Seasons Hotels Inc. it takes four
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to five rigorous interviews to sort out applicants with a friendly nature and a sense of
teamwork. Disney interviews in groups of three or four at a time to see how they
interact with others, if they pay attention when someone else is talking, and if they show
respect at the same time. In addition to training, Four Seasons provides the technology
to help employees become more efficient.
The 1991 Survey of Business Travelers (Weaver 1991) shows that it is the basics
that bring the traveler back. Of the top twenty most important factors in hotel selection,
cleanliness of hotel, comfortable mattress and pillows, on premise parking, good quality
bath towels and wash cloths, convenient location, no surcharge on long distance calls,
and friendly hotel staff, were the top seven responses earning from 80% to a 91%
consensus.
The Ritz-Carlton organization is developing a guest history system that will
interface with each of its properties, giving them instant access to their guests likes and
dislikes. This will go a long way in establishing a long term relationship with their repeat
guests.
It is difficult to pick up a current trade publication or journal without reading
about training at all levels of the organization. The restaurant industry and the convention
and meeting industry has had many recent articles on the subject. Training seems to have
taken on real meaning. Through the title of empowerment, enfranchisement, etc. there
seems to be a recognized need to involve line staff in the decision making process, also
holding them responsible for the results. Some people have looked at this as
streamlining, some as customer satisfaction, and others as employee retention. This might
15
be part of a bigger problem although the service sector has been employing more people
over the past two decades with decreasing productivity, and our manufacturing sector has
been eliminating more jobs and increasing productivity. As Stephen Roach (1991) points
out, thousands of service sector jobs have been eliminated during this current recession,
many never to return. On the same note, in the service sector, large injections of
technology have taken place but productivity has gone down. Interestingly as these
middle levels of management disappear, the subject of training comes up.
Service is another subject that is getting a lot of
"ink"
these days. With customers
becoming more sophisticated, and competition in great abundance, the industry is
viewing service with a new
"eye." Production line thinking which helped traditional
service companies, such as the fast food industry are presently meeting unprecedented
competition. According to Schlesinger and Heskett (1991), data collected by the U.S.
Department of Consumer Affairs, when a customer encounters a minor problem, 95%
say they will repurchase if the problem or complaint is solved quickly. Certainly service
is not new to our industry, but the importance it plays in customer satisfaction is. It is
reaching proportions in some organizations that suggest service may be identified as a
product, and treated as a product strategy, just as strategies are designed for rooms, and
food & beverage.
Sales and marketing are always popular topics when trying to identify strategies
in the lodging industry. Tom McCarthy (1991) identifies eleven strategies to build
business in a down economy. Build repeat business, help your clients save money, obtain
referrals for your competition, build your transient base, up sell your present customers,
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increase the size of your market, suggestive sell, don't slash your marketing budgets, go
beyond the major accounts, prospect for new business, get referrals from satisfied
customers, and make more sales calls. These are all positive tactics but what are the
master strategies, to insure your hotel is doing them. With limited human resources,
which ones should you concentrate on to be more profitable.
Finally an article by Griffin Miller (1992), with Gary Tharaldson, President and
owner of Tharaldson Enterprise Inc. Mr. Tharaldson is making money during these
recessionary times and is still building motels. Granted, these are not the seventy to one
hundred thousand dollars a room models, but they are profitable. In the interview,
Tharaldson points out that lenders are still interested in lending if you have a project that
is in- the sixty to seventy room category. At this level Tharaldson does not want to
commit more than 1.4 to 1.5 million to any deal he is making. This works out to $20
to $25 thousand per room in the budget market where he can get $35 to $45 per room.
In other words, the project is capitalized in line with area rates and available occupancy.
Tharaldson also put a premium on location. In the budgeting process he will allow an
extra $150,000 for the right site. By keeping the project small and properly located
occupancy rates usually exceed their larger neighbors. It's refreshing to read that
someone in this economy is still growing without having to buy the bankrupt properties.
This leads to the reason for the study: What are the strategies for success in the
lodging industry?
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CHAPTER III
METHODOLOGY
The methodology used in this study consisted of: (1) identification of the sample,
(2) explanation of the Delphi Methodology, (3) instrumentation: construction of the initial
questionnaire, and (4) method of analysis.
The challenge of the survey was to arrive at key master strategies and key
operational strategies that affect profitability, and are used in the lodging industry.
Since a comprehensive list of strategies was not uncovered in the literature review, a
natural source of this information would be to contact hotel operators directly.
The Sample
The membership of the Virginia Hotel and Motel Association was the population
from which the sample was taken. The membership list was stratified according to
affiliation, property size, location throughout the state ofVirginia, management type, and
known activity status in the Association. In the selection of the sample participants the
population was limited to Virginia Hotel & Motel Association members. It was felt that
the involved members of the Association are more aware of their environment and
industry trends. The current membership consists of 171 members. A short list of 48
locations was compiled. Random telephone calling then established a minimum of five
years experience and willingness to participate in the survey. A target of between twenty
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and twenty-five was the objective. When twenty-nine managers and owners had agreed
to participate, the sample was set. General Managers, owners, and multi-unit managers
were chosen with a minimum of five years experience as these individuals are very
involved in strategy formulation and implementation. The sample contains at least one
property in each of the nine districts represented by the association. The property size
ranges from 55 to 514 rooms for the individual, and 856 and 1800 rooms respectively
for the multi-unit managers. The top eight hotel chains are represented as are a number
of independents.
The Research Approach
The Delphi technique was chosen as the research approach. The essential feature
of the Delphi Method is that it places emphasis upon developing expert consensus about
a topic by an anonymous series of mailed questionnaires. This process allows for
independent input from a group of experienced lodging executives. The Delphi Method
involves ten major steps as listed below:
1. Develop the Delphi question or problem.
2. Select and contact the respondents.
3. Select the sample size.
4. Develop and test questionnaire one.
5. Analyze results of questionnaire one.
6. Develop and test questionnaire two.
7. Analyze results of questionnaire two.
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8. Develop and test questionnaire three.
9. Analyze results of questionnaire three.
10. Prepare final report.
The Delphi Method was used to compile the comprehensive list of operating strategies.
Those wishing more information on this method may refer to Techniques ofStructured
Problem Solving listed in the bibliography.
The Research Instrument
The first round questionnaire (Appendix A) was designed as an independent
brainstorming device. Its objective was to obtain several master strategies and
operational strategies that have an impact on profit. In order to assist the participants to
that end, eight preliminary questions about strategies that most affect departmental profit
were offered. This was done with the view that after thinking about strategies for
different operational departments, the stage would be set to devote clear thought to the
concept of master strategies. The questions for round two and three were be based on
the results of the two previous rounds.
The round one questionnaire was then developed and the following questions were
asked:
1. List strategies used in the Front Desk area (to include Night Audit.)
2. List strategies used in Reservations.
3. List strategies used in Housekeeping and/or Engineering.
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4. List strategies used in Sales.
5. List strategies used in Marketing.
6. List strategies used in Human Resources.
7. List strategies used in Food & Beverage.
8. List strategies used in any other department.
9. If you had a magic lamp and could choose one and only one strategy, however, you
knew that if this strategy was instituted that it is guaranteed successful, what would it be?
Please rank your top three choices.
A.
B.
C.
The eight departmental questions were asked to segment strategic ideas through
out the property. The order of the questions has no particular meaning but it is generally
easier for one to think of front office strategies, etc., and therefore obtaining confidence
and comfort with the remainder of the questionnaire process.
Analysis
The results of round one were analyzed and listed by department. Each
department list then was examined to eliminate duplicate ideas. The remaining ideas
formed the questionnaire for round two. Round two was analyzed by examining the
ratings assigned to each strategy and sorting them into a numerical order. The top
strategies from round two formed the basis for round three. The results for round three
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were assigned a numerical value and sorted by the numerical results to determine the top
three operating strategies for each department, the top three master strategies and the top
ten strategies for all combined departmental operational strategies.
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CHAPTER IV
RESULTS AND FINDINGS
The Sample:
The sample for the Delphi was arrived at through review of the membership list
of the Virginia Hotel & Motel Association. Care was taken to insure a variety of size,
affiliation and management type in the selection. Twenty nine individuals initially agreed
to participate. Of these, twenty-four completed all three rounds. The makeup of the
respondents is shown in fig 1.
Participant Affiliation
Franchise
54%
Figure 1
Chain Ovned
ndependent
2S5S
Participant Position
General
Manager
Figure 2
Owner
125
Multi-Unit
Manager
Figure 1 shows 54% of the respondents belong to a franchise, 17% are chain owned or
managed and 29% independent. Figure 2 shows 80% are General Managers,
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8% are District or Multi-Unit Managers, and 12% Owners. The respondents average
18.9 (see figure 3) years of experience with a low of eight years and a high of thirty-six
years, with twenty-two being male and two being female respondents. The participants
are shown in table 1 . Twenty-six participants responded to round one, with twenty four
completing rounds two and three. The geographic distribution is shown in the table by
the district location as defined by the Virginia Hotel & Motel Association and shown
graphically in figure 4. Chain affiliation represents the top eight hotel chains and some
of Virginia's top properties are represented in the independents.
Participants Years Experience
E
X
t <1
e
b
n
c
e
1234567891 I I I I I I I M 2222222222
OI2345G7890I23456789
Participants
Participants Average Years Exp.
Figure 3
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PARTICIPANT TITLE CHAIN ROOM DISTRICT COMPLETE
ROUNDS
1 2 3
CARL BECK GM/OW BEST WEST. 248 5 Y Y Y
DAVID WELLIVER GM DAYS INN 205 7 Y Y Y
BARRY BRADY GM HILTON 246 8 Y Y Y
EDDOVTN GM HOLIDAY INN 159 3 Y Y Y
GERALD CARTER GM HOLIDAY INN 196 9 Y Y Y
PAUL GRIFFITH GM HOLIDAY INN 343 2 N N N
JIM DUEL GM HYATT 302 7 Y Y Y
DANIEL AMATO GM HYATT 514 7 Y Y Y
CHUCK DICKERMAN GM INDEPENDENT 514 1 Y Y Y
DEBORAH BOURNE GM INDEPENDENT 61 9 Y Y Y
DAN BATCHELOR GM INDEPENDENT 402 4 N N N
JIM ANHUT GM/OW INDEPENDENT 117 7 Y Y Y
MIKE FRANCIS GM INDEPENDENT 55 3 Y Y Y
JOHN HALLOWELL GM INDEPENDENT 311 1 Y N N
PETER KD?P GM INDEPENDENT 120 9 Y Y Y
SNADIE GREENWOOD GM INDEPENDENT 175 5 Y Y Y
BOB VAKOS OWNERR INDEPENDENT 159 4 Y Y Y
YALE FELDMAN GM MARRIOTT 400 3 Y N N
CRAIG CONLON GM MARRIOTT 394 8 Y Y Y
JIM RICHEY GM MARRIOTT 176 8 Y Y Y
RAND HIGGINBOTHAM M.U.M. CHOICE 856 6 Y Y Y
TOM JACKSON M.U.M. 9 BRANDS 1800 6 Y Y Y
REBECCA DAVIDSON GM QUALITY 65 6 N N N
JOE SCORDO GM RAMADA 141 1 Y Y Y
CLARENCE RIEVES GM RAMADA 215 4 Y Y Y
GARY POWELL GM SHERATON 149 9 Y Y Y
DON KOHLENSTEIN GM SHERATON 140 6 Y Y Y
ROGER ELMORE GM SHERATON 151 3 Y Y Y
DAVID HAYS GM SHERATON 196 7 Y Y Y
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Virginia Hotel & Motel Association Districts
J
Figure 4
Responses From Round One Questionnaire
The round one questionnaire was faxed to participants on February 18, 1992 and
all were returned by February 26, 1992. As responses from round one were received,
every strategy suggested was listed under the appropriate department or question number.
The respondents strategies were sometimes listed in sentences and some were one or two
word specifics. The Delphi Method was effective as it elicited a wide range of responses
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from the participants. The fact that the responses were confidential allowed for effective
brainstorming on the topic, as there were no inhibitions in the answers whereas there
might have been in a group brainstorming effort. Most responses contained a variety of
the same theme. An example of this type of response were the responses dealing with
yield management; "implement an effective yield management system," "reservations
and desk use test calling of 800 number and competition to keep our yield management
and reservation service
sharp," "yield management," "yield management built into
property management
system," "use yield management," "tier rates, with yield
management to meet demand," "user friendly yield management system and people
qualified to use it, " and "careful use of yield management to optimize occupancy and
average daily rate". Question IX asked the participants to think of master strategies, not
operational strategies. The participants response included some master strategies that
were operational, however a sufficient number of "big
picture"
strategies were offered.
Round Two Questionnaire
As mentioned all round one responses were listed and examined. Duplications
were eliminated. Responses similar to the yield management scenario mentioned above
were listed on the round two questionnaire, as in reservation department question, this
response was listed as 1. yield management. Extreme effort and care were taken to
make sure that all varieties of strategic suggestions were included in round two, and as
a result, each departmental question had from eleven to twenty-two different strategies.
The round two questionnaire (Appendix B) (though a bit long at sixteen pages),
27
was faxed to the participants on February 28, 1992, and were returned by March 6,
1992. Round two asked the respondents to rate each strategy on a scale of one to ten;
(1) having the least effect on profit and (10) having the most effect on profit. This
procedure was to be used for each of the strategies in the first eight departments. The
scores for this section of round two were determined by adding up each
respondents'
rating of each question, dividing the total score for each question by the number of
participants, and arriving at a consensus score of importance for each strategy. As an
example, the total of all respondents ratings for Front Office strategy number 1, "yield
management,"
was 199. Divided by the 24 respondents the result was 8.2917 out of 10,
a relatively high consensus. The actual results for round two (Appendix D) are the result
of arriving at the consensus score for each strategy.
In question IX of round two, identifying master strategies, the respondents were
asked to rank their top five choices of the master strategies in the order of having the
most effect on profit, by assigning the number one strategy as (1) etc. The ranked
strategies were then assigned a numerical value of (5) for the most important strategy,
(4) for the second most important and (3) for the third most important etc. The scores
were then totalled and the results for question IX, master strategies, are shown in
Appendix D .
Round Three Questionnaire
Questionnaire Three was developed after sorting the results from round two. The
sorted results of round two shown in Appendix E exhibit a range of consensus scores
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on profit and number (3) for the strategy having the third most effect on profit. The last
page in round three collects related survey information and demographic questions about
the respondents. Upon receipt of the completed questionnaires the ranked strategies were
then assigned a numerical value of (5) for the most important strategy, (3) for the second
most important and (1) for the third most important strategy. The scores were then
totaled and divided by the total of all scores in each department to arrive at a percentage
score.
The results of round three are shown in Appendix F, and the sorted results for
round three are shown in Appendix G. The top three strategies in each department and
the top three master strategies are shown in table 3.
Table 3: Top three departmental and top three Master Strategies
Department Strategy Rank
I.Front Office 1 . Training 22.22 %
I.Front Office 2. Yield Management 21.30 %
I.Front Office 3. Hiring the right people 14.35 %
II.Reservations 1 . Training 24.54 %
II.Reservations 2. Have yield management 23.15 %
II.Reservations 3. Have a centralized reservation system
with 24 hour capability
10.65 %
HI.Housekeeping& Engineering 1 . Have clean rooms 34.72 %
III.Housekeeping& Engineering 2. Have qualified management staffwith
excellent training and people skills
30.56 %
HI.Housekeeping& Engineering 3. Have a preventative maintenance system 21.76 %
IV. Sales 1 . General Manager Involvement 18.06 %
IV. Sales 2. Ensure you have hired sales people for a
sales job and see they receive training
on a timely basis
18.06 %
IV. Sales 3. Determine target markets 17.59 %
V. Marketing 1. Establish a written marketing plan.
Review and revise as necessary
28.24 %
V. Marketing 2. Develop an image that distinguishes your
property from the competition
15.74 %
V. Marketing 3. Know your competition 13.89 %
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Department Strategy Rank
VI. Human Resources 1 . Training 31.02 %
VI. Human Resources 2. Hire smiles and attitudes you can train
everything else
25.46 %
VI. Human Resources 3. A good communication program 09.72 %
VII. Food and Beverage 1 . Great service/Great food/Great value 22.22 %
VII. Food and Beverage 2. Control costs 19.91 %
VII. Food and Beverage 3. Deliver total customer satisfaction 16.67%
VIII. Other Departments 1 . Total customer satisfaction 43.43 %
VIII. Other Departments 2. Maintain and enhance facility through
capital investment and replacement
27.78 %
VIII. Other Departments 3. Integrate financial department into
operations to provide timely and
accurate information on revenue and cost
items
14.65 %
IX. Master Strategies 1 . Location 30.39 %
DC. Master Strategies 2. Make sure capitalization costs are in
line with potential market, available
occupancy and A.D.R.
16.67 %
DC. Master Strategies 3. Total customer satisfaction 15.28 %
Table three shows the top three master strategies that this study identified are:
1. Location, Location, Location.
2. Make sure that the property capitalization costs are in line with the potential
market and available occupancy and Average Daily Rate (A.D.R.)
3. Total customer satisfaction.
Master Strategy 1 , confirms a long held concept that the location of a property
still has a lot do with being successful. Through discussion with a number of the
participants it was uniformly held that certain properties held greater market shares solely
based on their location.
Master Strategy 2, is very logical but not often practiced in recent years, and that
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is, to assure the obtainable occupancy and rates the property can generate are capable of
meeting the properties debt service. All too many projects have been entered into, with
the feasibility study projection, meeting these numbers in the future. Not all are
successful and it takes someone's deep pockets to carry the project.
Master Strategy 3, total customer satisfaction, is the result of the current paradigm
shift among most hospitality companies.
In general the top three strategies in each department, shown in table 3, account
for in excess of 57% of the consensus vote within each department with the resulting
average of almost 40% being spread over the remaining six to seven strategies in each
department. Again, in general, the consensus scores dropped off rather drastically after
the top three.
Examining all 73 of the individual departmental strategies which were rated in
round three, ranking and then sorting them by their actual score provides a list of the
top ten overall departmental operating strategies. These results are shown in table 4.
Table 4: Top ten overall departmental operating strategies.
Rank Strategy with (originating department in brackets) Score
1. Total customer satisfaction (VIII) 86
2. Have clean rooms (III) 75
3. Training (VI) 67
4. Have qualified management with excellent training and people
skills (III)
66
5. Establish a written marketing plan. Review and revise as
necessary (V)
61
6. Maintain and enhance facility through capital replacement
(VIII)
55
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Rank Strategy with (originating department in brackets) Score
7. Hire smiles and attitudes, you can teach the employee
everything else (VI)
55
8. Training (II) 53
9. Have a yield management system (II) 50
lO.tie Great service\Great food\Great value (VII) 48
10. tie Training (I) 48
The dominant strategies are training, hiring the right people the first time and
customer satisfaction. Five out of the top ten departmental strategies deal with hiring the
right people and training.
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CHAPTER V
CONCLUSIONS AND RECOMMENDATIONS
Conclusions
As stated earlier, in this study, there are a myriad of strategies and/or competitive
methods utilized in the lodging industry. The purpose was to identify the three master
strategies which have effective application in the lodging industry. These strategies can
be implemented prior to buying, building, or investing in a lodging operation which
could almost guarantee success, and have the most impact on profit. Initially the problem
statement sought to identify these few master strategies, and the key departmental
operating strategies.
The first conclusion of this study exhibits that the results of the survey shows the
top three master strategies match two out of three of the master strategies in the
hypothesis, (see table 5).
Table 5: Master strategies Hypothesis compared to Survey
HYPOTHESIS SURVEY
1 . Location 1. Location.
2. High occupancy or market share 2. Property capitalization costs in line with
market, occupancy, & avg. daily rate.
3. Low capitalization per available room. 3. Total customer satisfaction.
Points one and three of the hypothesis match points one and two in the survey.
The survey determined that total customer satisfaction was the third master strategy. The
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hypothesis stated high occupancy or market share would be one of the top three
strategies. However, this strategy did not make the final round three questions. The
implication of this could be that the recent press and attention given to the operating
strategy of total customer satisfaction, made it a popular choice with General Managers.
The fact is that by having satisfied customers the property occupancy increases and/or
market share is increased. In discussions with industry professionals both academically
and operationally, this issue can become a circular discussion, which comes first?
Another factor influencing this choice could be that occupancies have, for the most part,
been in decline. Therefore, most operators are of the opinion that high market share is
unobtainable.
The second conclusion is that the operational strategies focus on maintaining the
asset, people (employees and customers), marketing and technology. In addition the
complete list of departmental operational strategies as listed in round two provide a
comprehensive list of strategies to examine in any lodging property as one particular
strategy may be more beneficial to a property than another. Targeting the correct
strategies for your property is a constant challenge. Focusing your efforts on the top
ranked strategies should provide you with greater profit impact for the effort invested.
A property should examine their strategic plan to see how closely they comply with this
list department by department. If the top three or four departmental strategies are not in
your departmental action plans, then one may want to review their plans.
The third conclusion shows that sales and marketing strategies did not finish high
on the list. This could be because the majority of properties are small. The average size
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property of the top 25 lodging chains is only 140 rooms. Properties of this size cannot
afford much expense in this area, therefore the focus of the participants is more diverse
on the strategies, in this area yielding lower consensus scores.
The fourth conclusion revealed that lodging managers are very focused
individuals. They are extremely focused on the detail required to manage the day to day
events in a property. More than five hundred responses to the first eight questions of
round one demonstrates this completely. However, when it came to determining master
strategies the results were not the same. To reiterate the premise of each round of
questions; "Remember if you are going to Buy, Build, or Invest in a property what
master strategy would you chose if you knew that it would be
successful?" Seventy
percent of the responses were very operationally oriented. It was a property owner that
submitted the strategy of occupancy and average rates being able to cover your mortgage
that became the second highest rated strategy. This suggests, that a manager might not
immediately think of this type of strategy but when it is presented, it is recognized as a
very important strategy.
The survey pointed out that 75% of the respondents are not involved with a
formal, (as defined by the question in round three), strategic planning process, (see
figure 5).
Only 45% of the respondents classify themselves as being very involved with
computers, (see figure 6). This may be the reason that technology did not rate higher
in the departmental strategies nor did it rate very high in the master strategy section.
However, many of the departmental strategies proposed would require a high degree of
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computerization before they could be
implemented.
Comparing the response to
question six in round three that asks for
the respondents involvement in financial
management (see figure 5), 80 percent of
the respondents indicate a very active
involvement in accounting policies and
procedures. However, in round three
question eight, "other
strategies,"
number
four suggested to "Integrate financial
department into operations to provide
timely and accurate information on
revenue and cost
items"
and question five
of the same section suggested "Monitor
your balance sheet and keep fundamental
ratios in line" received only a 14.6 % and
a 13.1% consensus respectively. The
given responses might indicate that
managers are aware that accounting
policies are important but do not know
how to go about it.
Participants Involvement
With Strategic Planning
Less Formal
Forrral Proces
2296
Mctg Plan
& Budget
51%
See round 3 sirrrrary questions appendix D
Budget only
13%
Figure 5
Participant Involvement
In Computers
Somewhat
57%
Not
Much
4%
Figure 6
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The Delphi Method worked very
well for this type of research. However,
for a future study, a focus group
brainstorming session might generate
more "big picture" strategies initially.
Also, because of the large number of
strategies generated it might be wise to
have a fourth round to further reduce the
choices and raise the consensus
Participant Involvement
In Financial Management
Very Little
8%
Sorrewhat
21%
percentages. The method of fax Figure 7
transmission of questionnaires and
responses worked very well, and would have been better if a plain paper fax were
available.
Lastly, the summary of departmental strategies shows hiring the right people and
training as very important strategies. Further research in this area might determine the
type of skills necessary to identify, recruit and interview for "the right
people"
and what
skills and experience would be necessary to be a qualified trainer. Research could also
determine what type of training really exists in the industry by size of property, type,
brand and extent thereof. It would also be interesting to determine at what level the
graduates of hospitality schools are, in comparison. Since these strategies rated so high
in the survey there may be a shortage of skills.
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Recommendations
This survey collected a comprehensive list of departmental strategies and tactics.
The list which became round two (Appendix B) could make a good check list of
operating strategies to review in order to determine if the tactic might be beneficial to
the strategic goals of lodging establishments.
The round three questionnaire (Appendix C) could make a good starting point
for further study to attempt to see how these strategies affect profitability.
Since the sales and marketing strategies rated rather low, it is recommended that
further study could be undertaken to examine effective sales and marketing budgets by
property size, location etc. as well as the examination of sales discipline itself, number
of personnel per available room, number of market segments addressed outside calls,
trade shows attended, etc.
Since only 75% of the properties surveyed are involved in a formal strategic
planning process this area could be studied further to determine how the benefits of
strategic planning affect profitability and/or whether the process helps make the property
a market or trend leader or if not used, a market or trend follower.
General Manager involvement with computers might also serve as a basis for
further study to determine the extent of computer skills required of property management
to be effective in the future, and whether or not those who are involved are currently
more effective managers.
General Manager involvement in accounting and financial management could be
another area for research. How involved are they, or should they be? What is the
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minimum skill level required to be effective in the position?
This study should be done on the separate lodging market segments; budget, mid-
priced, full-service, convention, and suites.
Lastly, it could be recommended that this type of research should be executed at
another level than that of General Manager, as managers Tend to be too operationally
focused.
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APPENDIX A
ROUND 1 QUESTIONNAIRE
44
Thank you for agreeing to participate in this survey of strategies used for success
and profits in the lodging industry.
To review the goal of this study, determine the most common or popular
strategies used in the lodging industry. To determine the results, a series of three
questionnaires will be processed by fax to all participants and the most common strategies
will be determined by consensus.
Consider this as an exercise in brainstorming by fax. Please keep in mind that
there are no wrong answers. The object is to collect as many strategies as possible
through the combined effort of all participants.
Please keep in mind that I am not interested in identifying strategies that are
specific to your current operation. Start this brainstorming exercise by imagining that
you are going to buy or build another property. Remember you are being asked to search
your mind for any and all strategies that you: (1) Have used before; (2) Are using now;
(3) You have read about; (4) You have learned educationally or have observed being
used elsewhere; (5) You would like to use if you had total operational freedom; (6) Any
other strategy which you or any of your co-workers can think of.
Please complete the attached questionnaire. If you need more space please use
additional paper. If you have any questions, please contact me at 804-973-2121.
Please return your response by fax to 804-978-7735 within 48 hours. The second
questionnaire will be faxed in seven to ten days. Thank you.
Start BRAINSTORMING !!!!!
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1. List strategies used in the Front Desk area (to include Night Audit.)
2. List strategies used in Reservations.
3. List strategies used in Housekeeping and or Engineering.
4. List strategies used in Sales.
5. List strategies used in Marketing.
6. List strategies used in Human Resources.
7. List strategies used in Food & Beverage.
8. List strategies used in any other department.
9. If you had a magic lamp and could choose one and only one strategy, however,
you knew that if this strategy was instituted that it is guaranteed successful, what
would it be? Please rank your top three choices.
A.
B.
C.
Thank you. Please use additional paper if necessary.
Please fax back your response as soon as possible within the next 48 hours. Or at least
by Monday, February 24, 1992.
Send fax Attention: Chuck Simon at 804-978-7735
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APPENDIX B
ROUND 2 QUESTIONNAIRE
47
THANK YOU for your responses to round 1 . !!!!!!
DIRECTIONS FOR ROUND 2.
1 . Please take your time and read through all the strategies in each question
section first.
2. Then begin to rate each strategy from;
# 1 = Having the least effect on bottom line profit.
TO
# 10 = Having the most effect on bottom line profit.
3. Please take your time when arriving at a number so you do not have all
results clustered around one number, unless it is necessary.
4. Please pay special attention to instructions on question 9.
5. REMEMBER.! You are either going to buy, build, or invest in this
property.
6. Please return by March 4th.
7. Fax to Chuck Simon 804-978-7735
Thank You!
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I. Please review the following Front office Strategies and rate each one's effect on bottom line profit.
Strategy Least Most
effect effect
profit profit
1. Yield Management 123456789 10
2. Training 123456789 10
3. Hire the right people the first time. 123456789 10
4. Have G.M. in the lobby each morning to greet quests, receive comments
and assist with meeting planners needs. 123456789 10
5. Greet each guest, and recognize them by name at least three times. 123456789 10
6. Sell the hotel, before discussing rate. Sell the features. Up sell
the rate by up selling the room and amenities. Mention other rooms
that are available. 123456789 10
7. Promote Hotel restaurants and offer to make reservations for the guest.
(Possibly use incentives). 123456789 10
8. Front Desk should be well lit, inviting and free of clutter. 123456789 10
9. "We never get a second chance to make a first
impression." therefore
zero defects are a must regarding check in, information, etc. 123456789 10
10. Incentives for a variety of objectives. 123456789 10
11. Competitive analysis 12345678910
12. Computerized property management system with latest technology.
123456789 10
13. Night security procedures
123456789 10
14. Provide a simple system that will allow the clerk to look at, smile at,
and pay attention to the guest and not the computer.
123456789 10
15. Frequent traveler program.
123456789 10
16. Empower clerks to negotiate rates, and solve guest concerns regardless of
which dept. is involved. 1 2 3 4 5 6 7 8 9 10
17 Communication; let the front desk know what is going on throughout the
property, ask for their ideas.
1 2 3 4 5 6 7 8 9 10
18. Express check in and check out whereby guest has little if any
involvement
with the desk area.
19. Make sure walk-ins do not walk out.
123456789 10
20. Develop guest recognition and repeat guest program.
123456789 10
II. Please review the following Reservation Strategies and rate each
one's effect on bottom line profit.
Least Most
Strategy
effect effect
profit profit
1 Have a yield management system.
12345678910
123456789 10
2. Training.
3. Hire the right people the first
time. 12 3 4 5 6 7 8 9 10
4 SeU the hotel/room/amenities
before quoting the rate. 1 2 3 4 5 6 7 8 9
10
5. Find the guests needs before quoting
the rate. (Have something available
for everyone).
123456789 10
123456789 10
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6. When sending confirmations, have it include a promotional piece. 123456789 10
7. Ask the guest if you can help them with any other arrangements, in hopes
of extending their stay. 123456789 10
8. Use reservation as opportunity to up sell. 123456789 10
9. Must know product and inventory at all times. 123456789 10
10. Have state of the art technology. 123456789 10
11. Have incentives. 123456789 10
12. Be able to determine inquiry vs. conversion factor. 123456789 10
13. Have centralized reservation system. With 24 hour capability. 123456789 10
14. Have good guest history system. 123456789 10
15. Competitive analysis within local market area. 123456789 10
16. Offer a fax reservation and confirmation system. 123456789 10
17. Have system to determine manpower needs, peak periods and technology to
support it. 12 3 4 5 6 7 8 9 10
18. Guaranteed room type up to and including specific room number. 123456789 10
19. Reservations need to include check in and check out time according to
guests needs verses times set by hotel. 123456789 10
20. Have test calling system for monitoring effectiveness. 123456789 10
21. State of the art phone system capable of distributing and measuring call
volume etc. 123456789 10
III. Please review the following Housekeeping and Engineering Strategies and rate each one's effect on bottom
line profit.
Strategy Least Most
effect effect
profit profit
1. Have qualified management staff with excellent training and people skills. 123456789 10
2. Have clean rooms. 123456789 10
3. Have quest light bulbs the same wattage, to only have to stock one bulb. 123456789 10
4. Management should inspect 5%-10% of all rooms each week. 123456789 10
5. Greet each guest as they pass in the hallway. 123456789 10
6. Organize in room promotions to attract the quests attention to F&B
Facilities. 123456789 10
7. Have preventative maintenance system. 123456789 10
8. Empower employees. 123456789 10
9. Reduce cleaning time of guest rooms. 123456789 10
10. Have work order procedure. 123456789 10
11. Develop incentive system to reward excellence. 123456789 10
12. Room is serviced by housekeeping based on guest's requested time. 123456789 10
13. Response time by housekeeping and engineering to be within 15 minutes. 123456789 10
14. Team concept for housekeepers. 123456789 10
15. Guest can request turn down service and wake up calls through computer
generated program on T.V. 123456789 10
16. Offer 24 hour guests services. 123456789 10
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17.
18.
19.
20.
21.
22.
Tie housekeeping compensation to productivity vs. activity, i.e.: pay
per room.
Staff engineering with personnel that can handle 90% of problems that
arise on the property.
Increase hourly pay if supervision is not needed or inspections are not
needed.
Automated system to generate work orders.
Have automated chemical distribution system for chemicals
(Housekeeping and laundry).
Tight inventory control system to prevent theft.
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
IV. Please review the following Sales Strategies and rate each one's effect on
Strategy
1. Develop an incentive program.
2. General Manager involvement.
3. All sales staff must make outside calls. Number of calls to be set
and controlled by G.M.
4. General Manager to make 5 sales calls per week.
5. G.M. to be consulted before any business is turned down or discounted
business accepted.
6. Involve all staff in sales blitzes/sales effort.
7. Promise quality and deliver it.
8. Training
9. Have state of the art technology to track files, leads, contracts, catering
orders etc.
10. Determine target markets.
11. Develop package plans and specialty markets.
12. Be involved in the community.
13. Ensure you have hired sales people for a sales job, and see that they
receive training on a timely basis.
14. Develop good trace system.
15. Develop rapport with key accounts to reinforce product loyalty.
16. Segment sales staff by market and geographic territory.
17. Develop feedback system.
18. Develop system to measure productivity of sales force.
19. Institute everybody sells concept.
20. Have incentives for meeting planners.
21. Ask or set goals each morning for sales staff.
22. Make it easy for customers to do business with you.
bottom line profit.
Least Most
effect effect
profit profit
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
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Please review the following Marketing Strategies and rate each one's effect on bottom line profit.
Strategy Least Most
effect effect
profit profit
123456789 10
123456789 10
1. Be able to look a year in advance.
2. Use a rifle approach not shotgun.
3. Participate in as many co-ops as is possible, as long as you have some
control. 123456789 10
4. Use direct mail. 123456789 10
5. Quality sells. 123456789 10
6. Know your competition. 123456789 10
7. Conduct periodic focus groups to know your customer. 123456789 10
8. Identify major clients. 123456789 10
9. Establish community relations. 123456789 10
10. Establish a written marketing plan. Review and revise as necessary. 123456789 10
11. Have off site luncheons and cocktail parties (seeded with happy past users). 123456789 10
12. Track every guest, know why they came. 123456789 10
13. Establish effective P.R. program. 123456789 10
14. Marketing expenditures must be realistically evaluated for return on
investment for both long and short term property objectives. 123456789 10
15. Develop image that distinguishes your property from the competition. 123456789 10
16. Do in house desk top publishing. 123456789 10
17. Be able to define your entire customer base. 123456789 10
18. Host client events to build customer loyalty. 123456789 10
19. Agencies should be selected carefully. 123456789 10
VI. Please review the following Human Resources Strategies and rate each one's effect on bottom line profit.
Strategy Least Most
effect effect
profit profit
1. Take advantage of franchise training programs. 12345678910
2. Insure the all have proper documentation. 123456789 10
3 Hire smiles and attitudes, you can teach the employee everything else. 123456789 10
Training 12 3 4 5 6 7 8 9 10
5. Develop a cultural diversity program.
123456789 10
6 A good orientation program.
123456789 10
7. Good; job descriptions.
1 2 3 4 5 6 7 8 9 10
8. Employee recognition program.
123456789 10
9. Have a good interview program.
123456789 10
10. Hire from within whenever possible.
123456789 10
11. Have good communication program.
123456789 10
12. Drug testing
13
123456789 10
Ensure adequate management training.
123456789 10
14. Cross train all staff to do at least one
other position. 123456789 10
15. Develop a good benefit package and
reward system. 1 2 3 4 5 6 7 8 9 10
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16. Employees have stake in the profitability of the property with a
profit sharing system.
17. Employee of the month program.
18. Have written personnel and policy manuals.
VII. Please review the following Food and Beverage Strategies and rate each one'
Strategy
1. Change menu items frequently to keep fresh appeal.
2. Have theme buffet nights.
3. Take care of in house guests needs first.
4. Provide what the customer wants.
5. Create increased demand.
6. Train to improve selling techniques.
7. Control costs.
8. Develop creative merchandising.
9. Deliver total customer satisfaction.
10. Deliver Quality.
11. Always have a gimmick in the lounge. (Promos, value, fun).
12. Management must be available in the dining room and lounge the entire
time they are open, to resolve any problems and to stop some before
they happen.
13. Involve your customers in choosing new menu items.
14. Empower employees to solve problems and to obtain a satisfied customer.
15. Lease F&B to a professional.
16. Restaurants should always have an outside entrance to street as well as
an inside entrance.
17. Strive for consistency.
18. Great service/Great food/ Great value.
19. Develop local client base.
20. Develop a feedback system.
123456789 10
123456789 10
123456789 10
; effect on bottom line profit.
Least Most
effect effect
profit profit
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
VIII Please review the following Other department Strategies and rate each one's effect on bottom line profit.
2.
3.
4.
5.
Strategy
Keep the van spotless as this may be your guests first and last
impression.
Keep entrance to property spotless.
General Mgr. should inspect property at least three times per week.
Total customer satisfaction.
Telephone department should have state of the art technology to
maximize profitability and should
include voice mail.
Least Most
effect effect
profit profit
123456789 10
123456789 10
123456789 10
123456789 10
123456789 10
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6. To break down department barriers and get employees to cross
between various departments on an ongoing basis. An employee would
consider themselves to be an employee of the property verses a
particular department. 12345678910
7. Comprehensive safety and security program. 123456789 10
8. Develop mission statement. 123456789 10
9. Maintain and enhance facility through capital investment and replacement. 123456789 10
10. Integrate financial department into operations to provide timely and
accurate information on revenue and cost items. 123456789 10
11. Monitor your balance sheet and keep fundamental ratios in line. 123456789 10
IX. If you could choose one and only one strategy and you knew that if this strategy was instituted that it would
guarantee success.
From the list below RANK your top five (5) choices in the order of most impact to bottom line profit.
( Most impact tt 1, next most impact tt 2, etc.)
REMEMBER ! you are either going to build, buy, or invest in this property.
Master Strategies Rank
1. Track customers to identify the reason for staying at your property.
2. Never say
"no"
to a guest or a prospective guest.
3. Make sure that the property capitalization costs are in line with the
potential market and available occupancy and A.D.R.
4. Total customer satisfaction.
5. Training and development of all employees.
6. Strong management team with common goals.
7. Hire the right people the first time, smiles and a positive attitude.
8. Location, Location, Location.
9. Yield management.
10. Have the market's highest occupancy.
11. Comprehensive marketing plan.
12. Computerized systems throughout property. State of the art.
13. Marketing and Sales .
14. Create Team mentality throughout property.
15. Produce working Strategic Plan.
16. Employee empowerment.
17. Lead management.
THE END
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APPENDIX C
ROUND THREE QUESTIONNAIRE
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THANK YOU for your responses to round 2. !!!!!!
DIRECTIONS FOR ROUND 3.
1. Please take your time to read through all the strategies in each question
section.
2. Then RANK THE TOP 3 ONLY from;
# 1 = Having the most effect on bottom line profit.
# 2 = Having the next most effect on bottom line profit.
# 3 = Having the next most effect on bottom line profit.
3. Please take your time.
4. REMEMBER; You are either going to buy, build, or invest in this
property.
5. Please return bv March 16th.
7. Fax to Chuck Simon 804-978-7735
Thank You!
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I. Please review the following Front office Strategies and RANK the TOP 3 ONLY as to having the most
effect on bottom line profit.
Strategy Rank
1. Yield Management
2. Training
3. Hiring the right people the first time.
4. Sell the hotel before discussing rate. Sell the
features. Up sell the rate by up selling the room
and amenities. Mention other rooms that are available.
5. "We never get a second chance to make a first
impression." Therefore, zero defects are a must
regarding check in, information etc.
6. Competitive analysis
7. Frequent traveler program.
8. Empower clerks to negotiate rates, and to solve guest
concerns regardless of which dept. is involved.
9. Communication; let the front desk know what is
going on throughout the property, ask for their ideas.
10. Make sure walk-ins do not walk out.
11. Develop guest recognition and repeat guest program.
II. Please review the following Reservation Strategies and RANK ONLY THE TOP 3 as to having the most
effect on bottom line profit.
Strategy Rank
1. Have a yield management system.
_____
2. Training.
3. Hiring the right people the first time.
4. Sell the hotel/room/amenities before quoting the rate.
5. Finding the
guests'
needs before quoting the rate.
(Have something available for everyone)
6. Use reservation as opportunity to up sell.
7. Must know product and inventory at all times.
8. Have centralized reservation system with 24 hour
capability.
9. Competitive analysis within local market area.
III Please review the following Housekeeping and Engineering Strategies and RANK ONLY THE TOP 3 as to
having the most effect on bottom line profit.
Strategy Rank
1 . Have qualified management staff with excellent
training and people skills.
2. Have clean rooms.
3. Greet each guest as they pass in the hallway.
4. Organize in room promotions to attract the quests
attention to F&B Facilities.
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5. Have a preventive maintenance system.
6. Empower employees.
7. Have a work order procedure.
8. Develop an incentive system to reward excellence.
9. Staff engineering with personnel that can handle
90 % of problems that arise on the property.
10. Tight inventory control system to prevent theft.
IV. Please review the following Sales Strategies and RANK THE TOP 3 ONLY as to having the most effect on
bottom line profit.
Strategy Rank
1 . General Manager Involvement.
2. Promise quality and deliver it.
3 . Training
4. Determine target markets.
5. Ensure that you have hired sales people for a sales job,
and see that they receive training on a timely basis.
6. Develop a good trace system.
7. Develop a rapport with key accounts to reinforce
product loyalty.
8. Institute an "everybody
sells"
concept.
9. Make it easy for customers to do business with you.
V. Please review the following Marketing Strategies and RANK ONLY THE TOP 3 as to having the most effect
on bottom line profit.
Strategy Rank
1 . Be able to look a year in advance.
2. Use a rifle approach not shotgun.
3. Quality sells.
4. Know your competition.
5. Conduct periodic focus groups to know your customer.
6. Identify major clients.
7. Establish community relations.
8. Establish a written marketing plan. Review and
revise as necessary.
9. Marketing expenditures must be realistically
evaluated for return on investment for both long
and short term property objectives.
10. Develop an image that distinguishes your property from
the competition.
11. Be able to define your entire customer base.
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VI
1
Please review the following Human Resources Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
Take advantage of franchise training programs.
2. Hire smiles and attitudes.you can teach the employee
everything else.
3. Training.
4. A good orientation program.
5. Employee recognition program.
6. A good interview program.
7. Hire from within whenever possible.
8. A good communication program.
9. Ensure adequate management training.
VII. Please review the following Food and Beverage Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Provide what the customer wants.
2. Train to improve selling techniques.
3. Control costs.
4. Deliver total customer satisfaction.
5. Deliver Quality.
6. Empower employees to solve problems and obtain a
satisfied customer.
7. Strive for consistency.
8. Great service/Great food/ Great value.
9. Develop local client base.
VIII. Please review the following Other department Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Keep entrance to property spotless.
2. Total customer satisfaction.
3. Maintain and enhance facility through capital
investment and replacement.
4. Integrate financial department into operations to
provide timely and accurate information on revenue
and cost items.
5. Monitor your balance sheet and keep fundamental ratios
in line.
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IX. If you could choose one and only one strategy, however you knew that if this strategy was instituted that it
would guarantee success.
From the list below RANK your top three (3) choices in the order of most impact to bottom line profit.
( Most impact tt 1, next most impact tt 2, etc.)
REMEMBER ! you are either going to build, buy, or invest in this property.
Master Strategies Rank
1 . Make sure that the property capitalization costs are
in line with the potential market and available occupancy
and A.D.R.
2. Total customer satisfaction.
3. Training and development of all employees.
4. Hire the right people the first time, smiles
and a positive attitude.
5. Location, Location, Location.
6. Comprehensive marketing plan.
7. Marketing and Sales.
8. Create Team mentality throughout property.
Please complete the following
1. The number of years experience you have in the lodging industry.
2. How would you classify your property.
a. Chain owned or managed.
b. Franchise.
c. Independent.
3. How would you classify your position.
Check all that apply.
a. General manager
b. District or multi-unit manager.
c. Owner.
4. How involved in computers are you?
a. Very, I'm always looking for ways in which
technology can help me cut costs improve
revenue.
b. Somewhat, we have quite a few systems, but I
leave managing them to others.
c. Not much. I'd rather have the manual systems back.
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5. Select the process that most resembles the planning
process at your property or in your company.
a. A fairly formal process that includes scanning
the environment, analyzing internal strengths, and
weaknesses, opportunities and threats, then match
and allocate the properties manpower and assets.
Reviewing the above least three or four times a year.
b. A less formal process that might include a
marketing plan and an operating budget with a two or
three times a year review.
c. Development of an annual marketing plan and
operating budget but, stay on top of things by analyzing
the monthly P & L, comparing it to the budget analyzing
variances and developing action plans.
d. Prepare an operating budget on an annual basis
and compare monthly results to last year and try to
find ways to improve.
6. How involved do you get in the financial management
do you get.
a. Very, I play an active part in watching the
accounting policies and procedures, and work with
accounting to improve internal controls.
b. Somewhat, I keep an eye on receivables, daily
deposits and my P & L, but the rest is up to someone
else.
c. Very little, that responsibility belongs to
someone else.
7. If you would like a copy of this study, please provide me with
mailing instructions below.
THANK YOU FOR YOUR COOPERATION.
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APPENDIX D
ROUND TWO RESULTS
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I- Please review the following Front office Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Yield Management 8.2917
2. Training 8.8750
3. Hire the right people the first time. 7.6250
4. Have G.M. in the lobby each morning to greet quests, receive comments
and assist with meeting planners needs. 4.4583
5. Greet each guest, and recognize them by name at least three times. 5.5417
6. Sell the hotel, before discussing rate. Sell the features. Up sell
the rate by up selling the room and amenities. Mention other rooms
that are available. 7.2917
7. Promote Hotel restaurants and offer to make reservations for the guest.
(Possibly use incentives). 6.1667
8. Front Desk should be well lit, inviting and free of clutter. 4.5417
9. "We never get a second chance to make a first impression." therefore
zero defects are a must regarding check in, information, etc. 7.3750
10. Incentives for a variety of objectives. 6.1250
11. Competitive analysis 6.8333
12. Computerized property management system with latest technology. 6.5000
13. Night security procedures 4.7500
14. Provide a simple system that will allow the clerk to look at, smile at,
and pay attention to the guest and not the computer. 6.2500
15. Frequent traveler program. 6.8333
16. Empower clerks to negotiate rates, and solve guest concerns regardless of
which dept. is involved. 7.6250
17. Communication; let the front desk know what is going on throughout the
property, ask for their ideas. 6.8333
18. Express check in and check out whereby guest has little if any involvement
with the desk area. 5.0000
19. Make sure walk-ins do not walk out. 7.8333
20. Develop guest recognition and repeat guest program. 6.9583
II Please review the following Reservation Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1 Have a yield management system.
8.7083
2. Training.
8875
3. Hire the right people the first time.
7.5000
4. Sell the hotel/room/amenities before quoting
the rate. 7.4583
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5. Find the guests needs before quoting the rate. (Have something available
for everyone). 7 5333
6. When sending confirmations, have it include a promotional piece. 5.9167
7. Ask the guest if you can help them with any other arrangements, in hopes
of extending their stay. 6.1667
8. Use reservation as opportunity to up sell. 8.1667
9. Must know product and inventory at all times. 8.8333
10. Have state of the art technology. 6.3333
11. Have incentives. 6 0417
12. Be able to determine inquiry vs. conversion factor. 5.3875
13. Have centralized reservation system. With 24 hour capability. 8.0000
14. Have good guest history system. 6.8333
15. Competitive analysis within local market area. 7.2500
16. Offer a fax reservation and confirmation system. 5.2500
17. Have system to determine manpower needs, peak periods and technology to
support it. 6.0833
18. Guaranteed room type up to and including specific room number. 4.7500
19. Reservations need to include check in and check out time according to
guests needs verses times set by hotel. 4.6250
20. Have test calling system for monitoring effectiveness. 6.4583
21. State of the art phone system capable of distributing and measuring call
volume etc. 5.7500
III. Please review the following Housekeeping and Engineering Strategies and rate each one's effect on bottom
line profit.
Strategy Mean
1. Have qualified management staff with excellent training and people skills. 8.9583
2. Have clean rooms. 9.4167
3. Have quest light bulbs the same wattage, to only have to stock one bulb. 4.4167
4. Management should inspect 5%-10% of all rooms each week. 6.7500
5. Greet each guest as they pass in the hallway. 7.7500
6. Organize in room promotions to attract the quests attention to F&B
Facilities. 7-2083
7. Have preventative maintenance system. 9.1667
8. Empower employees. 7.5833
9. Reduce cleaning time of guest rooms. 5.5833
10. Have work order procedure. 7.4167
11. Develop incentive system to reward excellence. 7.2500
12. Room is serviced by housekeeping based on guest's requested time. 5. 1250
13. Response time by housekeeping and engineering to be within 15 minutes. 6.7500
14. Team concept for housekeepers.
5.2083
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15.
16.
17.
18.
19.
20.
21.
22.
IV.
Guest can request turn down service and wake up calls through computer
generated program on T.V. 3.4583
Offer 24 hour guests services. 3.7083
Tie housekeeping compensation to productivity vs. activity, i.e.: pay
per room. 5.0833
Staff engineering with personnel that can handle 90% of problems that
arise on the property. 7 2917
Increase hourly pay if supervision is not needed or inspections are not
needed. 5.4167
Automated system to generate work orders. 3.7917
Have automated chemical distribution system for chemicals
(Housekeeping and laundry). 6.3333
Tight inventory control system to prevent theft. 7.8333
Please review the following Sales Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Develop an incentive program.
2. General Manager involvement.
3. All sales staff must make outside calls. Number of calls to be set
and controlled by G.M.
4. General Manager to make 5 sales calls per week.
5. G.M. to be consulted before any business is turned down or discounted
business accepted.
6. Involve all staff in sales blitzes/sales effort.
7. Promise quality and deliver it.
8. Training
9. Have state of the art technology to track files, leads, contracts, catering
orders etc.
10. Determine target markets.
11. Develop package plans and specialty markets.
12. Be involved in the community.
13. Ensure you have hired sales people for a sales job, and see that they
receive training on a timely basis.
14. Develop good trace system.
15. Develop rapport with key accounts to reinforce product loyalty.
16. Segment sales staff by market and geographic territory.
17. Develop feedback system.
18. Develop system to measure productivity of sales force.
19. Institute everybody sells concept.
20. Have incentives for meeting planners.
21. Ask or set goals each morning for
sales staff.
22. Make it easy for customers to do
business with you.
7.2083
8.4583
6.8333
5.8750
6.5000
7.0000
9.0000
8.8750
6.4167
8.5000
7.1667
7.6667
7.8333
7.8750
8.4583
5.8750
6.5833
7.5417
7.7083
5.9583
5.0417
8.9167
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V. Please review the following Marketing Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Be able to look a year in advance. 7.9583
2. Use a rifle approach not shotgun. 7.4583
3. Participate in as many co-ops as is possible, as long as you have some
control. 6.0417
4. Use direct mail. 6.5000
5. Quality sells. 8.4583
6. Know your competition. 8.4167
7. Conduct periodic focus groups to know your customer. 6.6667
8. Identify major clients. 8.8750
9. Establish community relations. 7.9583
10. Establish a written marketing plan. Review and revise as necessary. 8.2500
11. Have off site luncheons and cocktail parties (seeded with happy past users). 4.4167
12. Track every guest, know why they came. 5.3750
13. Establish effective P.R. program. 6.6667
14. Marketing expenditures must be realistically evaluated for return on
investment for both long and short term property objectives. 7.7500
15. Develop image that distinguishes your property from the competition. 7.9167
16. Do in house desk top publishing. 5.5000
17. Be able to define your entire customer base. 7.4583
18. Host client events to build customer loyalty. 6.1250
19. Agencies should be selected carefully. 6.7083
VI. Please review the following Human Resources Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Take advantage of franchise training programs. 9.5000
2. Insure the all have proper documentation. 6.0833
3. Hire smiles and attitudes, you can teach the employee everything else. 8.2083
4. Training 9.4167
5. Develop a cultural diversity program. 5.3333
6. A good orientation program. 7.7500
7. Good; job descriptions. 7.1667
8. Employee recognition program. 8.2917
9. Have a good interview program. 7.9167
10. Hire from within whenever possible. 7.7500
11. Have good communication program. 8.6250
12. Drug testing. 4.7083
13. Ensure adequate management training. 8.5417
14. Cross train all staff to do at least one other position. 7.3333
15. Develop a good benefit package and reward system. 7.5417
16. Employees have stake in the profitability of the property with a
profit sharing system. 5.9583
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17. Employee of the month program. 6.2917
18. Have written personnel and policy manuals. 7.5417
VII. Please review the following Food and Beverage Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Change menu items frequently to keep fresh appeal. 6.1250
2. Have theme buffet nights. 5.1667
3. Take care of in house guests needs first. 6.1250
4. Provide what the customer wants. 8.0000
5. Create increased demand. 7.5417
6. Train to improve selling techniques. 8.5417
7. Control costs. 9.2917
8. Develop creative merchandising. 7.7500
9. Deliver total customer satisfaction. 9.2083
10. Deliver Quality. 9.1677
11. Always have a gimmick in the lounge. (Promos, value, fun). 7.1250
12. Management must be available in the dining room and lounge the entire time
they are open, to resolve any problems and to stop some before they
happen. 7.3333
13. Involve your customers in choosing new menu items. 5.8333
14. Empower employees to solve problems and to obtain a satisfied customer. 8.3333
15. Lease F&B to a professional. 4.7917
16. Restaurants should always have an outside entrance to street as well as
an inside entrance. 5.5833
17. Strive for consistency. 9.0000
18. Great service/Great food/ Great value. 9.0833
19. Develop local client base. 8.0000
20. Develop a feedback system. 6.9167
VIII. Please review the following Other department Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Keep the van spotless as this may be your guests first and last impression. 6.6667
2. Keep entrance to property spotless. 8.0000
3. General Mgr. should inspect property at least three times per week. 6.7500
4. Total customer satisfaction. 9.5833
5. Telephone department should have state of the art technology to
maximize profitability and should include voice mail.
5.6667
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6. To break down department barriers and get employees to cross
between various departments on an ongoing basis. An employee would
consider themselves to be an employee of the property verses a
particular department. 6.9167
7. Comprehensive safety and security program. 7.3333
8. Develop mission statement. 6.8750
9. Maintain and enhance facility through capital investment and replacement. 8.5000
10. Integrate financial department into operations to provide timely and
accurate information on revenue and cost items. 7.6667
1 1 . Monitor your balance sheet and keep fundamental ratios in line. 7.7083
IX. If you could choose one and only one strategy and you knew that if this strategy was instituted that it would
guarantee success.
From the list below RANK your top five (5) choices in the order of most impact to bottom line profit.
( Most impact tt 1, next most impact tt 2, etc.)
REMEMBER ! you are either going to build, buy, or invest in this property.
Master Strategy Rank
1. Track customers to identify the reason for staying at your property. 3
2. Never say
"no"
to a guest or a prospective guest. 1
3. Make sure that the property capitalization costs are in line with the
potential market and available occupancy and A.D.R. 29
4. Total customer satisfaction. 54
5. Training and development of all employees. 41
6. Strong management team with common goals. 27
7. Hire the right people the first time, smiles and a positive attitude. 25
8. Location, Location, Location. 64
9. Yield management. 15
10. Have the market's highest occupancy. 8
11. Comprehensive marketing plan. 23
12. Computerized systems throughout property. State of the art. 1
13. Marketing and Sales 23
14. Create Team mentality throughout property. 25
15. Produce working Strategic Plan. 9
16. Employee empowerment. 6
17. Lead management. 1
THE END
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APPENDIX E
SORTED RESULTS ROUND TWO
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I. Please review the following Front office Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Training (2) 8.8750
2. Yield Management (1) 8.2917
3. Make sure walk-ins do not walk out. (19) 7.8333
4. Empower clerks to negotiate rates, and solve guest concerns regardless of 7.6250
which dept. is involved. (16)
5. Hire the right people the first time. (3) 7.6250
6. "We never get a second chance to make a first impression." therefore 7.3750
zero defects are a must regarding check in, information, etc. (9)
7. Sell the hotel, before discussing rate. Sell the features. Up sell 7.2197
the rate by up selling the room and amenities. Mention other rooms
that are available. (6)
8. Develop guest recognition and repeat guest program. (20) 6.9583
9. Communication; let the front desk know what is going on throughout the 6.8333
property, ask for their ideas. (17)
10. Competitive analysis. (11) 6.8333
11. Frequent traveler program. (15) 6.8333
12. Computerized property management system with latest technology. (12) 6.5000
13. Provide a simple system that will allow the clerk to look at, smile at, 6.2500
and pay attention to the guest and not the computer. (14)
14. Promote Hotel restaurants and offer to make reservations for the guest. 6.1667
(Possibly use incentives). (7)
15. Incentives for a variety of objectives. (10) 6.1250
16. Greet each guest, and recognize them by name at least three times. (5) 5.5417
17. Express check in and check out whereby guest has little if any involvement 5.0000
with the desk area. (18)
18. Night security procedures. (13) 4.7500
19. Front Desk should be well lit, inviting and free of clutter. (8) 4.5417
20. Have G.M. in the lobby each morning to greet quests, receive comments 4.4583
and assist with meeting planners needs. (4)
II. Please review the following Reservation Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Training. (2) 8-8750
2. Must know product and inventory at all times. (9) 8.8333
3. Have a yield management system. (1) 8.7083
4. Use reservation as opportunity to up sell. (8) 8.1667
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5. Have centralized reservation system. With 24 hour capability. (13) 8.0000
6. Find the guests needs before quoting the rate. (Have something available 7.5833
for everyone). (5)
7. Hire the right people the first time. (3) 7.5000
8. Sell the hotel/room/amenities before quoting the rate. (4) 7.4583
9. Competitive analysis within local market area. (15) 7.2500
10. Have good guest history system. (14) 6.8333
11. Have test calling system for monitoring effectiveness. (20) 6.4583
12. Have state of the art technology. (10) 6.3333
13. Ask the guest if you can help them with any other arrangements, in hopes 6.1667
of extending their stay. (7)
14. Have system to determine manpower needs, peak periods and technology to 6.0833
support it. (17)
15. Have incentives. (11) 6.0417
16. When sending confirmations, have it include a promotional piece.(6) 5.9167
17. State of the art phone system capable of distributing and measuring call 5.7500
volume etc. (21)
18. Be able to determine inquiry vs. conversion factor.(12) 5.3875
19. Offer a fax reservation and confirmation system. 5.2500
20. Guaranteed room type up to and including specific room number. (18) 4.7500
21. Reservations need to include check in and check out time according to 4.6250
guests needs verses times set by hotel. (19)
III. Please review the following Housekeeping and Engineering Strategies and rate each one's effect on bottom
line profit.
Strategy Mean
1. Have clean rooms. (2) 9.4167
2. Have preventative maintenance system. (7) 9.1667
3. Have qualified management staff with excellent training and people
skills. (1) 8.9583
4. Tight inventory control system to prevent theft. (22) 7.8333
5. Greet each guest as they pass in the hallway. (5) 7.7500
6. Empower employees. (8) 7.5833
7. Have work order procedure. (10) 7.4167
8. Staff engineering with personnel that can handle 90% of problems that 7.2917
arise on the property. (18)
9. Develop incentive system to reward excellence. (11) 7.2500
10. Organize in room promotions to attract the quests attention to F&B 7.2083
Facilities. (6)
11. Have automated chemical distribution system for chemicals (Housekeeping 6.8333
and laundry). (21)
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T)
12. Response time by housekeeping and engineering to be within
15 minutes. (13) 6.7500
13. Management should inspect 5%-10% of all rooms each week. (4) 6.7500
14. Reduce cleaning time of guest rooms. (9) 5.5833
15. Increase hourly pay if supervision is not needed or inspections are not 5.4167
needed. (19)
16. Team concept for housekeepers. (14) 5.2083
17. Room is serviced by housekeeping based on guest's requested time.(12) 5.1250
18. Tie housekeeping compensation to productivity vs. activity, i.e.: pay 5.0833
per room. (17)
19. Have quest light bulbs the same wattage, to only have to stock one bulb. (3) 4.4167
20. Automated system to generate work orders. (20) 3.7917
21. Offer 24 hour guests services. (16) 3.7083
Guest can request turn down service and wake up calls through computer 3.4583
generated program on T.V.(15)
IV. Please review the following Sales Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Promise quality and deliver it. (7) 9.0000
2. Make it easy for customers to do business with you. (22) 8.9167
3. Training .(8) 8.8750
4. Determine target markets. (10) 8.5000
5. Develop rapport with key accounts to reinforce product loyalty. (15) 8.4583
6. General Manager involvement. (2) 8.4583
7. Develop good trace system. (14) 7.8750
8. Ensure you have hired sales people for a sales job, and see that they 7.8333
receive training on a timely basis. (13)
9. Institute everybody sells concept. 7.7083
10. Develop system to measure productivity of sales force. (18) 7.5417
12. Develop an incentive program. (1) 7.2083
13. Develop package plans and specialty markets. (11) 7.1667
14. Involve all staff in sales blitzes/sales effort. (6) 7.0000
15. All sales staff must make outside calls. Number of calls to be set 6.8333
and controlled by G.M. (3)
16. Develop feedback system. (17) 6.5833
17. G.M. to be consulted before any business is turned down or
discounted 6.5000
business accepted. (5)
18. Have state of the art technology to track files, leads, contracts, catering 6.4167
orders etc. (9)
19. Have incentives for meeting planners. (20) 5.9583
20. Segment sales staff by market and geographic territory.(16) 5.8750
21. General Manager to make 5 sales calls per week. (4) 5.8750
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22.
23.
V.
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
Ask or set goals each morning for sales staff.
Be involved in the community. (12)
5.0417
7.6667
Please review the following Marketing Strategies and rate each one's effect on bottom line profit
Strategy
Identify major clients. (8)
Quality sells. (5)
Know your competition. (6)
Establish a written marketing plan. Review and revise as necessary. (10)
Establish community relations. (9)
Be able to look a year in advance.(l)
Develop image that distinguishes your property from the competition. (15)
Marketing expenditures must be realistically evaluated for return on
investment for both long and short term property objectives. (14)
Use a rifle approach not shotgun. (2)
Be able to define your entire customer base. (17)
Agencies should be selected carefully. (19)
Conduct periodic focus groups to know your customer. (7)
Establish effective P.R. program. (13)
Use direct mail. (4)
Host client events to build customer loyalty. (18)
Participate in as many co-ops as is possible, as long as you have some
control.(3)
Do in house desk top publishing. (16)
Track every guest, know why they came. (12)
Have off site luncheons and cocktail parties (seeded with happy past users).
(11)
Mean
8.8750
8.4583
8.4167
8.2500
7.9583
7.9583
7.9167
7.7500
7.4583
7.4583
6.7083
6.6667
6.6667
6.5000
6.1250
6.0417
5.5000
5.3750
4.4167
VI. Please review the following Human Resources Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1. Take advantage of franchise training programs. (1) 9.5000
2. Training(4) 9.4167
3. Have good communication program. (11) 8.6250
4. Ensure adequate management training. (13) 8.5417
5. Employee recognition program. (8) 8.2917
6. Hire smiles and attitudes, you can teach the employee everything else. (3) 8.2083
7. Have a good interview program. (9) 7.9167
8. Hire from within whenever possible. (10) 7.7500
9. A good orientation program. (6) 7.7500
10. Develop a good benefit package and reward system. (15) 7.5417
11. Have written personnel and policy manuals. (18) 7.5417
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12.
13.
14.
15.
16.
17.
18.
Cross train all staff to do at least one other position. (14)
Good; job descriptions. (7)
Employee of the month program. (17)
Insure the all have proper documentation. (2)
Employees have stake in the profitability of the property with a
profit sharing system. (16)
Develop a cultural diversity program. (5)
Drug testing. (12)
7.3333
7.1667
6.2917
6.0833
5.9583
5.3333
4.7083
VII. Please review the following Food and Beverage Strategies and rate each one's effect on bottom line profit.
Strategy Mean
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
Control costs. (7)
Deliver total customer satisfaction. (9)
Deliver Quality. (10)
Great service/Great food/ Great value. (18)
Develop local client base. (19)
Strive for consistency. (17)
Train to improve selling techniques. (6)
Empower employees to solve problems and to obtain a satisfied customer
Provide what the customer wants. (4)
Develop creative merchandising. (8)
Create increased demand. (5)
Management must be available in the dining room and lounge the entire
time they are open, to resolve any problems and to stop some before they
happen. (12)
Develop a feedback system. (20)
Change menu items frequently to keep fresh appeal. (1)
Take care of in house guests needs first. (3)
Involve your customers in choosing new menu items. (13)
Restaurants should always have an outside entrance to street as well as
an inside entrance. (16)
Have theme buffet nights. (2)
Lease F&B to a professional. (15)
Always have a gimmick in the lounge. (Promos, value, fun). (11)
9.2917
9.2083
9.1677
9.0833
8.0000
9.0000
8.5417
8.3333
8.0000
7.7500
7.5417
7.3333
6.9167
6.1250
6.1250
5.8333
5.8333
5.1667
4.7917
7.1250
VIII. Please review the following Other department Strategies and rate each one's effect on bottom line profit.
Strategy
Total customer satisfaction. (4)
Mean
9.5833
Maintain and enhance facility through capital investment and replacement. (9) 8.5000
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3. Keep entrance to property spotless. (2) 8.0000
4. Monitor your balance sheet and keep fundamental ratios in line. (11) 7.7083
5. Integrate financial department into operations to provide timely and 7.6667
accurate information on revenue and cost items. (10)
6. Comprehensive safety and security program. (7) 7.3333
7. To break down department barriers and get employees to cross 6.9167
between various departments on an ongoing basis. An employee would
consider themselves to be an employee of the property verses a
particular department. (6)
8. Develop mission statement. (8) 6.8750
9. General Mgr. should inspect property at least three times per week. (3) 6.7500
10. Keep the van spotless as this may be your guests first and last impression. (1)6.6667
11. Telephone department should have state of the art technology to 5.6667
maximize profitability and should include voice mail. (5)
IX. If you could choose one and only one strategy and you knew that if this strategy was instituted that it would
guarantee success.
From the list below RANK your top five (5) choices in the order of most impact to bottom line profit.
( Most impact tt 1, next most impact tt 2, etc.)
REMEMBER ! you are either going to build, buy, or invest in this property.
Master Strategies Rank
1. Location, Location, Location. (8) 64
2. Total customer satisfaction. (4) 54
3. Training and development of all employees. (5) 41
4. Make sure that the property capitalization costs are in line with the 29
potential market and available occupancy and A.D.R. (3)
5. Strong management team with common goals. (6) 27
6. Hire the right people the first time, smiles and a positive attitude. (7) 25
7. Create Team mentality throughout property. (14) 25
8. Comprehensive marketing plan. (11) 23
9. Computerized systems throughout property. State of the art. (12) 23
10. Marketing and Sales(13) 23
11. Yield management. (9) 15
12. Produce working Strategic Plan. (15) 09
13. Have the market's highest occupancy. (10) 08
14. Employee empowerment. (16) 06
15. Track customers to identify the reason for staying at your property. (1) 03
16. Lead management. (17) 01
17. Never say
"no"
to a guest or a prospective guest.(2) 01
THE END
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APPENDIX F
ROUND THREE RESULTS
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I. Pease review the following Front office Strategies and RANK the TOP 3 ONLY as to having the most effect
on bottom line profit.
Strategy Rank
1. Yield Management 21.30%
2. Training 22.22%
3. Hiring the right people the first time. 14.35%
4. Sell the hotel before discussing rate. Sell the features. Up sell the 00.93%
rate by up selling the room and amenities. Mention other rooms that
are available.
5. "We never get a second chance to make a first impression." Therefore, 05.56%
zero defects are a must regarding check in, information etc.
6. Competitive analysis 10.19%
7. Frequent traveler program. 00.46%
8. Empower clerks to negotiate rates, and to solve guest concerns 13.89%
regardless of which dept. is involved.
9. Communication; let the front desk know what is going on throughout 01.39%
the property, ask for their ideas.
10. Make sure walk-ins do not walk out. 04.17%
11. Develop guest recognition and repeat guest program. 05.56%
II. Please review the following Reservation Strategies and RANK ONLY THE TOP 3 as to having the most
effect on bottom line profit.
Strategy Rank
1. Have a yield management system. 23.15%
2. Training. 24.54%
3. Hiring the right people the first time. 08.80%
4. Sell the hotel/room/amenities before quoting the rate. 01.39%
5. Finding the
guests'
needs before quoting the rate. (Have something 07.41%
available for everyone)
6. Use reservation as opportunity to up sell. 05.09%
7. Must know product and inventory at all times. 09.72%
8. Have centralized reservation system with 24 hour capability. 10.65%
9. Competitive analysis within local market area.
09.26%
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III. Please review the following Housekeeping and Engineering Strategies and RANK ONLY THE TOP 3 as to
having the most effect on bottom line profit.
Strategy Rank
1 . Have qualified management staff with excellent training and people skills. 30.56%
2. Have clean rooms. 34.72%
3. Greet each guest as they pass in the hallway. 00.46%
4. Organize in room promotions to attract the quests attention to F&B 00.93%
Facilities.
5. Have a preventive maintenance system. 21.76%
6. Empower employees. 06.02%
7. Have a work order procedure. 00.46%
8. Develop an incentive system to reward excellence. 00.93%
9. Staff engineering with personnel that can handle 90 % of 01.39%
problems that arise on the property.
10. Tight inventory control system to prevent theft. 02.78%
IV. Please review the following Sales Strategies and RANK THE TOP 3 ONLY as to having the most effect on
bottom line profit.
Strategy Rank
1. General Manager Involvement. 18.06%
2. Promise quality and deliver it. 12.50%
3. Training 06.94%
4. Determine target markets. 17.59%
5. Ensure that you have hired sales people for a sales job, 18.06%
and see that they receive training on a timely basis.
6. Develop a good trace system. 02.78%
7. Develop a rapport with key accounts to reinforce product loyalty. 02.78%
8. Institute an "everybody
sells"
concept. 06.94%
9. Make it easy for customers to do business with you. 14.35%
V Please review the following Marketing Strategies and RANK ONLY THE TOP 3 as to having the most effect
on bottom line profit.
Strategy Rank
1. Be able to look a year in advance. 02.31%
2. Use a rifle approach not shotgun. 08.80%
3. Quality sells. 09.72%
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13.89%
00.93%
05.09%
03.24%
28.24%
06.84%
15.74%
05.56%
4. Know your competition.
5. Conduct periodic focus groups to know your customer.
6. Identify major clients.
7. Establish community relations.
8. Establish a written marketing plan. Review and revise as necessary.
9. Marketing expenditures must be realistically evaluated for return on
investment for both long and short term property objectives.
10. Develop an image that distinguishes your property from the competition.
11. Be able to define your entire customer base.
VI. Please review the following Human Resources Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Take advantage of franchise training programs. 00.46%
2. Hire smiles and attitudes.you can teach the employee everything else. 25.46%
3. Training. 31.02%
4. A good orientation program. 08.33%
5. Employee recognition program. 06.48%
6. A good interview program. 09.26%
7. Hire from within whenever possible. 04.17%
8. A good communication program. 09.72%
9. Ensure adequate management training. 05.09%
VII. Please review the following Food and Beverage Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Provide what the customer wants. 08.33%
2. Train to improve selling techniques. 04.63%
3. Control costs. 19.91%
4. Deliver total customer satisfaction. 16.67%
5. Deliver Quality. 09.72%
6 Empower employees to solve problems and obtain a satisfied customer. 07.87%
7. Strive for consistency. 08.33%
8. Great service/Great food/ Great value. 22.22%
9. Develop local client base. 02.31%
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VIII. Please review the following Other department Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Keep entrance to property spotless. 01.01%
2. Total customer satisfaction. 43.43%
3. Maintain and enhance facility through capital investment and replacement. 27.78%
4.
. Integrate financial department into operations to provide timely and 14.65%
accurate information on revenue and cost items.
5. Monitor your balance sheet and keep fundamental ratios in line. 13.13%
IX. If you could choose one and only one strategy, however you knew that if this strategy was instituted that it
would guarantee success.
From the list below RANK your top three (3) choices in the order of most impact to bottom line profit.
( Most impact tt 1, next most impact tt 2, etc.)
REMEMBER ! you are either going to build, buy, or invest in this property.
Master Strategies Rank
1. Make sure that the property capitalization costs are in line with the
potential market and available occupancy and A.D.R. 16.67%
2. Total customer satisfaction. 15.28%
3. Training and development of all employees. 10.65%
4. Hire the right people the first time, smiles and a positive attitude. 07.87%
5. Location, Location, Location. 30.09%
6. Comprehensive marketing plan. 03.70%
7. Marketing and Sales. 09.26%
8. Create Team mentality throughout property. 06.48%
Please complete the following
The number of years experience you have in the lodging industry. 18.9 years average
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2. How would you classify your property.
a. Chain owned or managed. 19 05%
b. Franchise. gi nga
c. Independent. 33 a
3. How would you classify your position. Check all that apply.
a. General manager 90 91%
b. District or multi-unit manager. 61.91%
c. Owner. 33.33%
4. How involved in computers are you?
a. Very, I'm always looking for ways in which technology can help me
cut costs improve revenue. 45.00%
b. Somewhat, we have quite a few systems, but I leave managing them to
others. 65.00%
c. Not much. I'd rather have the manual systems back. 5.00%
Select the process that most resembles the planning
process at your property or in your company.
a. A fairly formal process that includes scanning the environment, 25.00%
analyzing internal strengths, and weaknesses, opportunities and threats,
then match and allocate the properties manpower and assets. Reviewing the
above least three or four times a year.
b. A less formal process that might include a marketing plan and an 10.00%
operating budget with a two or three times a year review.
c. Development of an annual marketing plan and operating budget but, 65.00%
stay on top of things by analyzing the monthly P & L, comparing it to
the budget analyzing variances and developing action plans.
d. Prepare an operating budget on an annual basis and compare monthly
results to last year and try to find ways to improve. 15.00%
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6. How involved do you get in the financial management do you get.
a. Very, I play an active part in watching the accounting policies and 80.95%
procedures, and work with accounting to improve internal controls.
b. Somewhat, I keep an eye on receivables, daily deposits and my P & L,
but the rest is up to someone else. 23.81%
c. Very little, that responsibility belongs to someone else. 9.52%
7. If you would like a copy of this study, please provide me with
mailing instructions below.
THANK YOU FOR YOUR COOPERATION.
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APPENDIX G
SORTED RESULTS ROUND THREE
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22.22%
21.30%
14.35%
13.89%
10.19%
05.56%
05.56%
04.17%
01.39%
I. Pease review the following Front office Strategies and RANK the TOP 3 ONLY as to having the most effect
on bottom line profit.
Strategy Rank
1. Training. (2)
2. Yield Management. (1)
3. Hiring the right people the first time. (3)
4. Empower clerks to negotiate rates, and to solve guest concerns
regardless of which dept. is involved. (8)
5. Competitive analysis. (6)
6. Develop guest recognition and repeat guest program. (11)
7. "We never get a second chance to make a first impression." Therefore,
zero defects are a must regarding check in, information etc. (5)
8. Make sure walk-ins do not walk out. (10)
9. Communication; let the front desk know what is going on throughout
the property, ask for their ideas. (9)
10. Sell the hotel before discussing rate. Sell the features. Up sell the 00.93%
rate by up selling the room and amenities. Mention other rooms that
are available. (4)
11. Frequent traveler program. (7) 00.46%
II. Please review the following Reservation Strategies and RANK ONLY THE TOP 3 as to having the most
effect on bottom line profit.
Strategy Rank
1. Training.(2) 24.54%
2. Have a yield management system. (1) 23.15%
3. Have centralized reservation system with 24 hour capability. (8) 10.65%
4. Must know product and inventory at all times. (7) 09.72%
5. Competitive analysis within local market area. (9) 09.26%
6. Hiring the right people the first time. (3) 08.80%
7. Finding the
guests'
needs before quoting the rate.(Have something 07.41%
available for everyone). (5)
8. Use reservation as opportunity to up sell. (6) 05.09%
9. Sell the hotel/room/amenities before quoting the rate. (4) 01.39%
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III. Please review the following Housekeeping and Engineering Strategies and RANK ONLY THE TOP 3 as to
having the most effect on bottom line profit.
Strategy Rank
1. Have clean rooms. (2) 34.72%
2. Have qualified management staff with excellent training and people
skills. (1) 30.56%
3. Have a preventive maintenance system. (5) 21.76%
4. Empower employees. (6) 06.02%
5. Tight inventory control system to prevent theft. (10) 02.78%
6. Staff engineering with personnel that can handle 90 % of 01.39%
problems that arise on the property. (9)
7. Organize in room promotions to attract the quests attention to F&B 00.93%
Facilities. (4)
8. Develop an incentive system to reward excellence. (8) 00.93%
9. Have a work order procedure. (7) 00.46%
10. Greet each guest as they pass in the hallway. (3) 00.46%
IV. Please review the following Sales Strategies and RANK THE TOP 3 ONLY as to having the most effect on
bottom line profit.
Strategy Rank
1. Ensure that you have hired sales people for a sales job, 18.06%
and see that they receive training on a timely basis. (5)
2. General Manager Involvement. (1) 18.06%
3. Determine target markets. (4) 17.59%
4. Make it easy for customers to do business with you. (9) 14.35%
5. Promise quality and deliver it. (2) 12.50%
6. Training (3) 06.94%
7. Institute an "everybody
sells"
concept.(8) 06.94%
8. Develop a good trace system. (6) 02.78%
9. Develop a rapport with key accounts to reinforce product loyalty. (7) 02.78%
V Please review the following Marketing Strategies and RANK ONLY THE TOP 3 as to having the most effect
on bottom line profit.
Strategy Rank
1. Establish a written marketing plan. Review and revise as necessary. (8) 28.24%
2. Develop an image that distinguishes your property from the
competition. (10) 15.74%
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3. Quality sells. (3) 09.72%
4. Know your competition. (4) 13.89%
5. Use a rifle approach not shotgun. (2) 08.80%
6. Marketing expenditures must be realistically evaluated for return on 06.84%
investment for both long and short term property objectives. (9)
7. Be able to define your entire customer base. (11) 05.56%
8. Identify major clients. (6) 05.09%
9. Establish community relations. (7) 03.24%
10. Be able to look a year in advance.(l) 02.31%
11. Conduct periodic focus groups to know your customer.(5) 00.93%
VI. Please review the following Human Resources Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Training. (3) 31.02%
2. Hire smiles and attitudes,you can teach the employee everything else. (2) 25.46%
3. A good communication program. (8) 09.72%
4. A good interview program. (6) 09.26%
5. A good orientation program. (4) 08.33%
6. Employee recognition program. (5) 06.48%
7. Ensure adequate management training. (9) 05.09%
8. Hire from within whenever possible. (7) 04.17%
9. Take advantage of franchise training programs. (1) 00.46%
VII. Please review the following Food and Beverage Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Great service/Great food/ Great value. (8) 22.22%
2. Control costs. (3) 19.91%
3. Deliver total customer satisfaction. (4) 16.67%
4. Deliver Quality. (5) 09.72%
5. Provide what the customer wants. (1) 08.33%
6. Strive for consistency. (7) 08.33%
7. Empower employees to solve problems and obtain a satisfied customer. (6) 07.87%
8. Train to improve selling techniques. (2) 04.63%
9. Develop local client base. (9) 02.31%
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VIII. Please review the following Other department Strategies and RANK ONLY THE TOP 3 as to having the
most effect on bottom line profit.
Strategy Rank
1. Total customer satisfaction. (2) 43.43%
2. Maintain and enhance facility through capital investment and
replacement. (3) 27.78%
3. Integrate financial department into operations to provide timely and 14.65%
accurate information on revenue and cost items. (4)
4. Monitor your balance sheet and keep fundamental ratios in line. (5) 13.13%
5. Keep entrance to property spotless. (1) 01.01%
IX. If you could choose one and only one strategy, however you knew that if this strategy was instituted that it
would guarantee success.
From the list below RANK your top three (3) choices in the order of most impact to bottom line profit.
( Most impact tt 1, next most impact tt 2, etc.)
REMEMBER ! you are either going to build, buy, or invest in this property.
Master Strategy Rank
1. Location, Location, Location. (5) 30.09%
2. Make sure that the property capitalization costs are in line with the 16.67%
potential market and available occupancy and A.D.R.(l)
3. Total customer satisfaction. (2) 15.28%
4. Training and development of all employees. (3) 10.65%
5. Marketing and Sales. (7) 09.26%
6. Hire the right people the first time, smiles and a positive attitude. (4) 07.87%
7. Create Team mentality throughout property. (8) 06.48%
8. Comprehensive marketing plan. (6) 03.70%
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